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Attached is the moderator's report on young adult men's smokers reactions to a print ad 
introducing Chesterfield filters. The ad positions the brand as higher quality than other 
brands because it contains no stems and because it is packed tighter to smoke longer. Key 
findings are: 

• These men were not sufficiently intersted by the ad's visual to be drawn into the 
copy. The picture and "oid fashioned" typeface suggested that this is a cigarette 
for older men. They never read the body copy to see the quality story. 

• When requested to read the copy, the men were not particularly interested in the 
"all strip" benefit. They do not experience quality problems with their Marlboro 
and could not imagine how Chesterfield would be different. As pointed out in 
previous "all strip" research, the notion of being a “tobacco connoisseur" has 
little appeal in an anti-smoking environment. 

• The attached B1G1F coupon did attract these smokers interest. They are willing 
to give a new cigarette a chance if they get some free. Their concerns we re about 
taste, however, not quality. Chesterfields quality story did not translate into 
enhance taste expectations. 
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